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SUMMARY
THE OBJECTIVES of this study were:
1. To determine the present day con umer's concept of floral
products.
2. To determine consumer preferences and attitudes about
floral products for use in home decorations and as gifts.
Flowers were the favorite gift during' illness by those inter-
viewed. Easter and Mother's Day were occasions when flowers were
used quite extensively as gifts. People gave flowers on these occa-
sions because they believed floral gifts were appropriate.
The people interviewed preferred to buy flowers at a flower shop.
They believed a flower shop offered a better selection and quality
of flowers.
Respondents received more floral gifts themselves on Easter
than on any other occasion during the year. Illness ranked second
and Mother's Day third as occasions when they received flowers.
Individuals preferred to receive a potted plant instead of cut
flowers as a hou. ehold gift, but for home decoration in the event
of a party, dinner, etc., cut flowers were more acceptable.
Most of those interviewed had no desire to see their flowers ar-
ranged before buying them, as they thought the florists did a good
job in floral arrangement and were dependable in their trade. Also,
most interviewees did not wish to buy prepackaged flowers.
Almost half of the people believed they would have to pay from
$5 to $6 for a floral gift in January. Previous buying experience
accounted for nearly three-fourths of these reasons, which was
related to the respondents' incomes. The rose was their first choice
for a floral gift in January and July.
One out of five people believed they would have to pay between
$5 and $6 for a table bouquet in January. Seventy percent of rea-
sons for this price concept was based on previous purchases. Most
people preferred the rose for a January table centerpiece, but chrys-
anthemums were their favorite choice for October. Nearly one-
third of the people bought flowers sometime during the year for
home decoration.
Most individuals believed carnations, large chrysanthemums,
gladioli, and snapdragons cost less than roses. Also, most people
believed that roses would cost less in July than in January.
Roses and snapdragons were the cut flowers they thought would
last a very short time. Chrysanthemums, gladioli, and carnations
were expected to last longer as cut flowers. "Change water daily"
was the practice most accepted by the people to keep cut flowers
fresh looking. The "keeping quality" of a cut flower did affect flower
selection. Knowledge on proper care of floral plants had little effect
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CONSUMERS' PREFERENCE FOR FLORAL PRODUCTS
IN THE MEMPHIS MARKET
by
A. J. Garbarino *
INTRODUCTION
THE FLORIST INDUSTRY in the United States has developedfrom a limited number of floral shops in the large metropolitan
areas to the present day when florist shops are found in nearly
every community in the nation.
Between 1949 and 1959, according to the census, sales of potted
plants increased from $308,000 to $655,000 in Tennessee. During
this same period sales of the most important kinds of cut flowers
increased from $1,032,337 to $1,158,646. Square feet of greenhouse
area was increased 31% or from 1,595,110 to 2,080,954 in the state
during this period.1
The demand for a particular commodity is said to be elastic if
consumers respond to change in price and inelastic if consumers
respond only slightly to change in price. Elasticity of demand is
based primarily on whether there are available substitutes for the
commodity in question and the degree of commitment to buy the
product. In the florist industry the demand for flowers may be either
elastic or inelastic under certain conditions. Assuming there are
no real substitues for flowers at funerals and weddings, the demand
on these occasions is inelastic. Since there are many substitutes
for flowers as gifts and home decorations, the demand for these
purposes is considered to be elastic. If consumers are responsive to
price of flowers for horne use, it appears that with lower prices and
a regularly available supply, retail sales would be stimulated. Pro-
motional programs are most effective when the demand is elastic.
If so, it can be hypothesized that an effective promotional program
would increase sales in retail flower shops.
This study was concerned with two areas of investigation:
1. To determine consumer preferences and attitudes about
• Assistant Professor of Agricultural Economics.
1 U.S. Department of Commerce, Bureau of the Census, 1959 Special Census of Horticultural
Specialties for Tennessee, December 1960.
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floral products for use as home decorations and gifts.
2. To determine the present day consumer's concept of floral
products.
It is hoped that the results of the study can be used as a guide
for advertising and promotional programs.
Ar~a and Method of Sampling
Data were collected by personal interview with one adult in each
of 509 dwelling units in the residential area within the city limits
of Memphis. A proportionate stratified random sample was taken
which was based on the number of dwelling units and average
monthly rent paid by residents in city tracts, as given by the 1960
city census.
Annual family incomes varied widely among those interviewed.
The lowest was less than $1,000 per year and the highest was over
$50,000.For the purpose of analysis, respondents were divided into
three groups according to family income: 119 had incomes of less
than $4,000, 294 were in the $4,000-$7,999 range and 96 had in-
comesof $8,000 and over.
EVALUATION OF AND ATTITUDES TOWARD
FLORAL GIFTS 1
Rating Flowers as Gifts
On Special Occasions
Illness
Flowers were the favorite gift during illness in all three income
groups (Table 1). Floral gifts accounted for 61% of all gifts given
during illnesses of friends and relatives.
Easter
Easter was another occasion on which flowers were given ex-
tensively. More than one-third of all gifts chosen for this occasion
were flowers. Persons who had an annual income of $8,000 or more
choseflowers for 47% of all their Easter gifts as compared to 37%
in the $4,000 to $7,999 group and 32% in the group with less than
$4,000 (Table 1).
Mother's Day
Mother's Day was an occasion of about the same importance as
1Floral gifts include cut flowers and potted plants.
Easter for giving flowers. Thirty-nine percent of all gifts on Moth-
er's Day were flowers. Persons whose annual incomes were less than
$4,000 gave flowers less often than did those in the two higher in-
come groups (Table 1).
Other Occasions
Birthdays, St. Valentine's Day, Christmas, and wedding anni-
versaries were occasions when other gifts were chosen more often
than flowers. Only 2% of all the gifts on these occasions consisted
of flowers (Table 1).
Table I. Number and Percent of Floral and Nonfloral Gifts for Special Occa-
sions, by Income Groups, 509 Respondents, Memphis, Tennessee,
1961.
Reasons for Selecting a Floral Gift
on Special Occasions
Approximately half, or 51%, of the reasons for giving flowers
in case of illness was that the donors believed a gift of this kind
would cheer the sick. Sixty-seven percent selected a floral gift on
Easter and 47% again on Mother's Day because flowers were con-
sidered an appropriate gift. Birthdays, St. Valentine's Day, Christ-
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mas and wedding anniversaries were occasions on which a floral
gift was little used; however, the reasons for giving flowers on
these occasions were similar to those given for Easter and Mother's
Day (Table 2) .
Table 2. Reasons for Giving Flowers on Special Occasions, 509 People, Mem-
phis, Tennessee, 1961.
Special Occasions
Reasons Illness Eester Mother's Dey Others'
No. % No. % No. % No. %
Flowers ere eppropriete
and customery 117 36 180 67 84 47 29 45
Recipient likes flowers 29 9 65 24 56 32 25 39
Flowers express donor's feelings 8 2 20 8 36 20 7 II
Flowers ere eesy to select end order 7 2 2 I 2 I 3 5
Flowers cheer the sick 169 51 0 0 0 0 0 0
Total' 330 100 267 100 178 100 64 100
1 Includes birthdays. St. Valentine's Day. Christmas, and wedding anniversaries.
2 Total reasons do not add to 509 because some people gave no answer to this Question.
Preferred Retail Sales Outlets
for Floral Products
The flower shop was by far the most preferred retail establish-
ment from which to buy plants and flowers. This preference was
found in all income groups (Table 3).
Table 3. Kind of Retail Establishment from Which Consumers Purchased
Plants and Flowers, by Income Groups, 509 Respondents, Memphis,
Tennessee, 1961.
Income groups
Kind of Under $4,000. $8,000
store Tote I $4,000 $7,999 end oYer
No. % No. % No. % No. %
Flower shop 448 88 102 86 266 90 80 83
Curb merket 26 5 5 4 12 4 9 9
Other' 25 5 6 5 15 5 4 4
No enswer 16 3 6 5 5 2 5 5
Number of respondents" 509 119 294 96
1 Includes supermarket, five & ten and nursery.
"Percent may not total 100 because some people bought at more than one establishment.
Several reasons were given by people interviewed as to why they
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preferred to buy at a flower shop. They believed such shops offered
a better selection of flowers, were more convenient for making their
purchases, offered better quality flowers, and gave more dependable
service. A better selection of flowers and dependable service were
the most important reasons given (Table 4) .
Table 4. Reasons for Desiring to Purchase Flowers at Flower Shops, by In-
come Groups, 509 Individuals, Memphis, Tennessee, 1961.
Income groupsl
Under $4,000- $8,000
Reason Total $4,000 $7,999 and over
No. % No. % No. % No. %
Better selection 133 33 37 45 82 34 14 19
Dependable service 109 28 21 26 68 29 20 26
More convenient 79 20 7 8 54 23 18 24
Better flowers 74 19 17 21 34 14 23 31
Total" 395 100 82 100 238 100 75 100
1Number of individuals by income groups: low, 119; middle, 294; and high, 96.
2114 individuals gave no reason.
Acceptance of Flowers as a Gift
Forty-six percent of the 509 persons interviewed indicated they
had received a gift of flowers at some time during the past year.
A relationship was found between the annual family income
and the number who received flowers as gifts. More people earning
$8,000-and-over received flowers than did those in either of the
lower income groups. Ninety-one percent receiving flowers preferred
them to some other gift (Fig. 1).
Under $4000 $4000-$7999 $8000 a Over Totol
Fig. I. Percentages of individuals, by income groups, who received flowers









Fig. 2. Percentages of people surveyed, by income groups, who preferred
potted plants or cut flowers as household gifts and home decoration.
Most people in this survey preferred to receive a potted plant
rather than cut flowers as a household gift, but for home decora-
tion, in the event of a party or dinner, cut flowers were more ac-
ceptable. A larger percentage in the highest income group preferred
cut flowers than was true for the lower income groups (Fig. 2).
Preference to See Flowers Before Purchase
Seventy-four percent of the people surveyed had no desire to
see their flowers arranged before buying them (Table 5).
Table 5. Respondents' Desire to See Flowers Arranged Before Making a Pur-
chase, by Income Groups, 509 People Interviewed, Memphis, Ten-
nessee, 1961.
Income groups Respondents No desire Desired
No. % No. % No. %
Under $4,000 119 23 86 72 33 28
$4,000·$7,999 294 58 224 76 70 24
$8,000 and over 96 19 66 69 30 31
Total 509 100 376 74 133 26
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The reasons given most frequently were that florists do a good
job in flower arrangement and are dependable in their trade and
that telephoning is more convenient. Some wished to see their flow-
ers arranged because they wanted to see the quality of flowers used,
while others enjoyed watching the actual process of making a floral
arrangement (Table 6).
Table 6. Reasons Given by People as to Why They DO or DO NOT Want
to See Flowers Arranged at the Flower Shop Before Making Their
Purchases, by Income Groups, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Reasons Total $4,000 $7,999 and over
No. % No. % No. % No. %
Why they DO want to see them
Want to be sure I get what I pay for 67 51 12 39 37. 53 18 60
Like to see a pretty arrangement 61 47 18 58 32 46 II 37
Like to learn from florist 3 2 I 3 I I I 3
Total 131 100 31 100 70 100 30 100
Why they DO NOT want to see them
Florist does a good job 108 33 36 55 63 31 9 15
Flori.t i. dependable 108 33 22 33 68 33 18 31
Not convenient 80 2-4 4 6 54 27 22 37
Prefer to have florid
decide arrangement 32 10 4 6 18 9 10 17
Total 328 100 66 100 203 100 59 100
PRICE CONCEPT AND SELECTION OF FLORAL PRODUCTS
For the purpose of analysis the months of January, July, and
October were selected to represent the seasons of winter, summer,
and fall. A comparative description of the consumers' concept of
prices and selection of floral products for gifts and home decora-
tions in these months will be described in the following sections.
Forty percent of the people in this survey believed they would
have to pay from $5 to $6 for a floral gift in January. Others
thought the price might range from less than $2 to $8 more (Table
7).
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Table 7. Price Concept for a Floral Gift to be Purchased in January, by In-
come Groups, 509 Respondents, Memphis, Tennessee, 1961.
Income groups
Price Under $4,000- $8,000
range Total $4,000 $7,999 and over
No. % No. % No. % No. %
l.1S than $2.00 3 1 2 2 1 I
$2.00-$2.99 8 2 6 5 I * 1 1
$3.00-$3.99 43 8 12 10 23 8 8 8
$4.00·$4.99 42 8 12 10 26 9 4 4
$5.00-$5.99 202 40 3\ 26 128 43 43 45
$6.00-$6.99 35 7 8 6 17 6 10 II
$7.00-$7.99 32 6 2 2 17 6 13 14
$8.00 and over 26 5 7 6 12 4 7 7
No answer 118 23 39 33 70 24 9 9
Total 509 100 119 100 294 100 96 100
• Les. than 0.5 percent.
Roses were the first choice of 28% of the people for a floral
gift in January. A potted plant ranked second in preference and
accounted for 15% of all choices. Potted plants were considered as
desirable for January floral gifts as roses by people in the highest
incomegroup (Table 8).
Roses were considered a: more popular floral gift for a friend
in July than in January. Forty-seven percent selected roses as their
first choice for a July floral gift compared with 28% in January.
A high percentage of people in all income groups preferred to give
roses (Table 8).
Fifty-nine percent of those interviewed gave no flowers during
1960.Thirty percent gave flowers only once during the year. Sev-
enty-eight percent of the people in the low-income group gave no
flowers compared with 58% in the middle-income group and 36%
in the high-income group (Table 9).
Weddings
Orchids and roses were named as the most appropriate flowers
for a wedding bouquet and accounted for 42 % of all flowers named.
Other flowers thought appropriate for a wedding bouquet were
lilies, gladioli, carnations, and lilies-of-the-valley. Five persons had
11
Table 8. First Choice in a Floral Gift for a Friend in JANUARY and JULY,
by Income Groups, 509 Respondents, Memphis, Tennessee, 1961.
Income groups
Under $-4,000- $8,000 1
January selection Total $4,000 $7,999 and over INo. % No. % No. % No. %
Roses 142 28 36 30 89 30 17 18
Potted plants 76 15 14 12 44 15 18 19
Chrysa nthem ums 59 12 12 10 38 13 9 9
Carnations 57 II 12 10 34 12 II II
Gladioli 31 6 5 4 18 6 8 8
Mixed 7 I I I 5 2 I I
Gardenias 7 I 3 3 3 I I I
Other' 18 4 4 3 8 3 6 6
Consult florist 34 7 7 6 16 5 II 12
No answer 78 15 25 21 39 13 14 15
Total 509 100 119 100 294 100 96 100
July selection
Roses 237 47 46 39 152 52 39 41
Gladioli 53 10 14 12 30 10 9 9
Carnations 38 7 9 8 21 7 8 8
Potted plants 26 5 2 2 16 6 8 8
Chrysanthemums 22 4 3 2 12 4 7 7
Gardenias 6 I 3 2 3 I
Other' 24 5 7 6 II 4 6 6
Consult florist 23 5 3 2 10 3 10 II
No answer 80 16 32 27 39 13 9 10
Total 509 100 119 100 294 100 96 100
1Includes dahlias. asters, tulips, azaleas, orchids, lilies, and jonquils.
2 Includes dahlias, zinnias, snapdragons, daisies, geraniums, and lilies.
Table 9. Number of Times Flowers Were Given During 1960, by Income
Groups, 509 Individuals, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Number Total $4,000 $7,999 and over
No. % No. % No. % No. %
None 298 59 93 78 171 58 34 36
One 152 30 21 18 87 30 44 46
Two 44 8 4 3 27 9 13 13
Three 9 2 I 1 3 I 5 5
Four or more 6 I 0 6 2 0 0
Total 509 100 119 100 294 100 96 100
no particular choice of flower for this occasion; they said they would
consult a florist and let him make the decision (Table 10).
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Funerals
Gladioli and carnations were considered the most appropriate
flowersfor a funeral arrangement and accounted for over 50% of
all flowers chosen. Preferences were similar in all income groups.
In order of preference, other flowers selected were roses, chrysan-
themums, and lilies (Table 11).
Concept of Price and Selection for a Table Bouquet
Thirty-five percent of those interviewed had no idea as to what
they might have to pay for a table bouquet in January. Fifty-nine
percent of the people in the low-income group had no idea what a
table bouquet would cost as compared with 32% of the middle-in-
Table 10. Kind of Flowers Thought Most Appropriate for a Wedding Bou-
quet by Income Groups, 509 People, Memphis, Tennessee, 1961.
Income groups
Under $4,000-. $8,000
Kind of flowers Total $4,000 $7,999 and over
No. % No. % No. % No. %
Orchids 118 23 7 6 93 32 18 19
Roses 97 19 27 23 49 17 21 22
Lilies 54 10 8 6 36 12 10 II
Gladioli 49 10 8 6 32 II 9 9
Carnations 41 8 21 18 19 6 I I
Lilies-of-the-va lIey 36 7 I I 16 5 19 20
Other' 34 7 9 8 17 6 8 8
Consult florist 5 I 2 2 I 2 2
No answer 75 15 36 30 31 II 8 8
Total 509 100 119 100 294 100 96 100
1 Includes stock, chrysanthemums, gardenias, orange blossoms. and tuberoses.
Table II. Kind of Flowers Thought Most Appropriate for a Funeral Arrange-
ment, by Income Groups, 509 People, Memphis Tennessee, 1961.
Income groups
Under $4,000- $8,000
Kind of flowers Total $4,000 $7,999 and over
No. % No. % No. % No. %
Gladioli 172 34 30 25 107 36 35 37
Carnations 117 23 30 25 70 24 17 18
Roses 77 15 23 19 44 15 10 10
Chrysanthemums 60 12 8 7 34 12 18 19
Lilies 18 3 7 6 II 4
Other' 19 4 2 2 12 4 5 5
Consult florist 6 I 3 3 I 2 2
No answer 40 8 16 13 15 5 9 9
Total 509 100 119 100 294 100 96 100
1 Includes tulips, orchids, and jonquils.
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come group and 16% of those in the high-income group. Twenty per-
cent of the people believed they would have to pay between $5 and
$6 for a table bouquet in January (Table 12).
Table 12. Concept of Price for a Table Bouquet to Be Purchased in January,




Price range Total $4,000 $7,999 and over
No. % No. % No. % No. %
No idea 180 35 70 59 95 32 15 16
Less than $3.00 13 3 2 2 6 2 5 5
$3.00-$3.99 54 II 6 5 35 12 13 14
$4.00-$4.99 32 6 9 7 17 6 6 6
$5.00-$5.99 104 20 18 15 62 21 24 25
$6.00-$6.99 38 8 7 6 25 9 6 6
$7.00-$7.99 41 8 2 2 28 9 II II
$8.00 and over 47 9 5 4 26 9 16 17
Total 509 100 119 100 294. 100 96 100
Several reasons were given by the respondents as to why they
expected to have to pay the price they stated. Seventy percent had
bought flowers before or during January. Other reasons were that
they bought flowers on the basis of price, other people told them
about prices of table bouquets, and they expected a table bouquet
to cost more in January than in other months of the year (Table
13) .
The rose was the flower most preferred for a January table cen-
terpiece by respondents in each of the three income groups. Thirty-
four percent gave no answer and 5% said they would consult a
Table 13. Reasons Why People Surveyed Expected to Pay a Certain Price




Reasons Total $4,000 $7,999 and over
No. % No. % No. % No. %
Bought flowers before 135 70 20 64 76 68 39 78
Buy flowers by price 36 19 7 23 23 21 6 12
Other people tell me 6 3 4 13 I I I 2
Flowers are higher in January 15 8 II 10 4 8
Total' 192 100 31 100 III 100 50 100
'317 of the people surveyed gave no reason.
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Table 14. First Choice for a Dinner Table Centerpiece in January, by Income
Groups, 509 Respondents, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Kind of flowers Total $4,000 $7,999 and over
No. % No. % No. % No. %
Roses 107 21 28 24 65 22 14 15
Chrysanthemums 51 10 10 8 28 10 13 14
Carnations 32 6 6 5 20 7 6 6
Mixed bouq uet 27 5 8 7 18 6 I I
Gladioli 24 5 5 4 13 4 6 6
Artificial flowers 30 6 22 8 8 8
Others' 39 8 8 7 24 8 7 7
Consuft florist 28 5 4 3 13 4 II 12
No answer 171 34 50 42 91 31 30 31
Total 509 100 119 100 294 100 96 100
1 Includes snapdragons, dried arrangements, and philodend'ron.
florist for advice on selecting the proper flower for a January table
centerpiece (Table 14).
The chrysanthemum was the favorite flower for a dinner table
centerpiece in October by people in all income groups. The rose was
next in popularity. Nearly a third of those interviewed had no par-
ticular flower preference (Table 15).
Table 15. First Choice for a Dinner Table Centerpiece in October, by Income
Groups, 509 People Surveyed, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Kind of flowers Total $4,000 $7,999 and over
No. % No. % No. % No. %
Chrysanthemums 198 39 33 28 108 37 57 60
Roses 70 14 15 12 51 17 4 4
Gladioli 14 3 5 4 7 2 2 2
Snapdragons 9 2 I I 8 3
Carnations 8 2 3 3 4 I I I
Artificial flowers 7 I 5 2 2 2
Others' 26 5 6 5 18 6 2 2
Consult florist 9 2 3 3 2 I 4 4
No flower preference 168 32 53 44 91 31 24 25
Total 509 100 119 100 294 100 96 100
1 Includes asters. dried flowers, princess feathers, and mixed arrangements.
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Comparative Price Concept for Selected Cut Flowers
Carnations
People in this survey were asked what they thought a dozen
carnations would cost when roses were selling for $6 a dozen. Al-
most one-half said they thought carnations would be cheaper than
roses (Table 16). These respondents were correct in their answer
according to the local florist, so it can be assumed that they had
been well informed about the price of carnations; however, nearly
Table 16. Price Concept of One Dozen CARNATIONS When Roses Cost
$6.00 a Dozen, by Income Groups, 509 Respondents, Memphis,
Tennessee, 1961.
Income groups
Carnation Under $4,000- $8,000
price range Total $4,000 $7,999 and over
No. % No. % No. % No. %
$2.00-$3.99 55 II 9 7 34- II 13 14
$4.00-$5.99 194 38 32 27 129 44 32 33
$6.00-$7.99 79 16 16 14 37 13 24 25
$8.00-$9.99 10 2 7 6 3 I 2 2
$10.00 and over 6 I I I 5 2 0 0
Don't know 165 32 54 45 86 29 25 26
Total 509 100 119 100 294 100 96 100
one-third said they did not know what to expect to pay for a dozen
carnations. The largest percent of the "don't know" answers came
from those in the low-income group.
Large Chrysanthemums
Respondents were asked the same question about the price of
large chrysanthemums as they had been asked about carnations.
One-fourth of the people said chrysanthemums would cost more
than roses. The actual price for large chrysanthemums ranges from
$5 to $7 a dozen, according to a Tennessee florist. One-third of those
interviewed admitted they did not know anything about the price
of large chrysanthemums; the largest percent of these was in the
low-income group (Table 17.)
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When those surveyed were asked how they thought gladioli
compared with roses in price, almost one-half said they thought
gladioli were less expensive. The actual price of a dozen gladioli
is less than for a dozen roses. However, 19% of the people thought
gladioli cost as much or more than roses. One-third said they did
not know what the price might be; a high percent of "don't know"
answerswas given by people in the low-income group (Table 18).
Table 17. Price Concept of One Dozen LARGE CHRYSANTHEMUMS When
Roses Cost $6.00 a Dozen, by Income Groups, 509 Respondents,
Memphis, Tennessee, 1961.
Income groups
Chrysanthemum Under $4,000- $8,000
price range Total $4,000 $7,999 and over
No. % No. % No. % No. %
$2.00-$3.99 71 14 10 8 38 13 24 25
$4.00·$5.99 140 27 22 19 90 31 28 29
$6.00·$7.99 86 17 19 16 52 18 15 16
$8.00-$9.99 19 4 6 5 II 4 2 2
$10.00and over 18 4 5 4 8 2 4 4
Don't know 175 34 57 48 95 32 23 24
Total 509 100 119 100 294 100 96 100
Gladioli
Table 18. Price Concept of One Dozen GLADIOLI When Roses Cost $6.00
a Dozen, by Income Groups, 509 People Interviewed, Memphis,
Tennessee, 1961.
Income groups
Gladioli Under $4,000- $8,000
price range Total $4,000 $7,999 and over
No. ~'o No. % No. % No. %
$1.00-$3.99 117 23 16 13 63 21 40 42
$4.00-$5.99 121 24 22 19 76 26 21 22
$6.00 .nd over 96 19 17 14 67 23 12 12
Don't know 175 34 64 54 88 30 23 24
Tot.1 509 100 119 100 294 100 96 100
Snapdragons
Nearly half of the people in this survey replied that they did
not know what the price of snapdragons would be. Fifty-two per-
17
cent believed snapdragons would cost less than $6 per dozen, the
assumed price of a dozen roses (Table 19). A Tennessee florist said
the retail price of a dozen snapdragons would range from $4 to $5.
Table 19. Price Concept of One Dozen SNAPDRAGONS When Roses Cost
$6.00 a Dozen, by Income Groups, 509 Respondents, Memphis,
Tennessee, 1961.
Incoma groups
Snapdragon Under $4,000- $8,000
price range Total $4,000 $7,999 and over
No. % No. % No. % No. %
Less than $3.00 136 27 17 14 94 32 25 26
$3.00-$5.99 129 25 25 21 72 24 32 33
$6.00 and over 9 2 3 3 3 I 3 3
Don't know 235 46 74 62 125 43 36 38
Total 509 100 119 100 294 100 96 100
Awareness of Seasonal Price Fluctuations
When asked how the price of a dozen roses at Easter would
compare with price of the same number and quality of roses in
January, 62% of the people indicated they would expect roses to
cost as much or more in January; 9% said they would expect to pay
less in January than at Easter (Table 20). The actual retail price
of a dozen roses is about $1 higher at the Easter season than dur-
ing January according to a Tennessee florist.
Table 20. Concepts on Price of One Dozen Roses in JANUARY When Rosel




Price range Tota\ $4.000 $7,999 and over
No. % No. % No. % No. %
Less than $6.00 46 9 9 8 30 10 7 7
$6.00-$6.99 149 29 21 18 85 29 43 45
$7.00 and over 164 33 41 34 101 35 22 23
Don't know 150 29 48 40 78 26 24 25
Total 509 100 119 100 294 100 96 100
When asked what a dozen roses would cost in July, a summer
month, or in October, a fall month, as compared to their cost at
Easter, nearly one-third did not know and did not answer the ques-
tion. However, a large majority of those who did answer believed
roses would be cheaper in July, but as high or higher in October
(Table 21). The actual retail price of roses is lower in July and
18
October than during the Easter season. The price of roses is rel-
atively stable during the year except on a few special occasions
such as Easter when the demand increases and there is a rise in
price. Many of those surveyed believed the price of roses changed
with the seasons of the year.
Use in Home Decoration
Three out of every four people interviewed grew flowers in their
yards. Several reasons were given for growing flowers and some
people gave more than one reason. They grew flowers to beautify
their yards, decorate their homes, give bouquets to friends, raise
flowersas a hobby, and give flowers to hospitals and churches. Over
85% of those in each of the income groups who grew flowers did
Table 21. Concepts of Price of One Dozen Roses in JULY and in OCTOBER
When Roses Cost $6.00 a Dozen at Easter, by Income Groups, 509














No. % No. % No. % No. %
. .. .. .. .. . . .. July .
219 43 43 36 137 46 39 41
120 24 19 16 70 24 31 32
15 3 7 6 6 2 2 2
155 30 50 42 8\ 28 24 25
509 100 119 100 294 100 96 100
. .. . . .. .. .. .. . . . .. October .
105 21 26 22 56 19 23 24
195 38 28 23 125 42 42 44
53 10 15 13 32 II 6 6
156 31 50 42 81 28 25 26






so to beautify their yards; 38% grew them to decorate their homes,
and 17% grew them for gifts. A higher percent in the low-income
group grew them for gift bouquets than in the higher income
groups, whereas those in the high-income group grew flowers more
to decorate their homes (Table 22).
Thirty percent of the people bought flowers to decorate their
homes during the year preceding this survey. The majority did so
when entertaining guests at home (Table 23).
19
Table 22. Number Who Grew Flowers in Their Yards and Reasons Given,
by Income Groups, 509 People Surveyed, Memphis, Tennessee,
1961.
Income groups
Flowers Under $4,000- $8,000
grown in yard Total $4,000 $7,999 and over
No. % No. % No. % No. %
Yes 389 76 82 69 226 77 81 84
No 117 23 37 31 66 22 14 15
No answer 3 I 2 I 1 I
Total 509 100 119 100 294 100 96 100
REASONS
Beautify yard 364 94 75 91 218 96 71 88
Decorate home 147 38 30 37 80 35 37 46
Gift bouquets 66 17 20 24 40 18 6 7
Hobby and gifts to
hospital and churches 37 10 9 II 12 5 16 20
Table 23. Number Who Purchased Flowers During the Preceding Year for




Response Total $4,000 $7,999 and over
No. % No. % No. % No. %
Purchased flowers 154 30 24 20 80 27 50 52
No purchase 355 70 95 80 214 73 46 48
Total 509 100 119 100 294 100 96 100
PURPOSE
Entertain dinner guests 115 75 16 67 54 68 45 90
Entertain club 99 64 9 38 50 62 40 80
Week-end decoration 48 31 10 42 14 18 24 48
Other occasion' 10 6 I 4 5 6 4 8
'Includes Christmas, Easter, and weddings.
Consumers' Knowledge of "Keeping Quality"
Practices for Cut Flowers
People interviewed had different ideas on the length of time
various cut flowers would stay fresh and look nice as a bouquet.
Most people believed roses would look nice and fresh from 1 to 4
20
days; under normal conditions this flower should last from 1 to 4
days in a bouquet.
Most people believed chrysanthemums would stay fresh-look-
ing in a bouquet 7 or 8 days. Normally this flower should last from
6 to 9 days. It is considered a long-lasting cut flower.
Most respondents thought snapdragons would look well as a
bouquet from 1 to 4 days. Actually this flower will last 2 to 4 days;
therefore, most of these people were correct about the "keeping
quality" of this flower.
There was divided opinion among respondents on how long
gladioli would last as a cut flower. A large group thought they
would last from 1 to 4 days and another group thought they would
last 7 or 8 days. Under normal conditions gladioli should last from
4 to 7 days.
There was no set pattern of replies as to the number of days
carnations would stay fresh-looking. Some thought they would last
from 1 to 4 days, while others believed they would last as much as
10 days or more. However, most of the people thought they would
look nice for a period of 1 to 8 days (Table 24). Carnations should
look nice in a bouquet from 4 to 5 days.
Those interviewed were handed a card listing ten practices from
which they were to pick the ones they thought would prolong the
21




Kind of flower Income group ents 4 5 6 7 8 9 10 10 answer
No. No. % No. % No. % No. % No. % No. %
Roses Under $4,000 119 61 51 6 5 13 II 2 2 3 3 34 28
$4,000-$7,999 294 194 66 14 5 25 9 5 2 I 55 18
$8,000 & over 96 73 76 I I 6 6 16 17
Chrysanthemums Under $4,000 119 22 18 7 6 23 19 2 2 7 6 58 49
t>:l $4,000-$7,999 294 35 12 25 9 115 39 37 13 24 8 58 19t>:l
$8,000 & over 96 14 15 2 2 45 47 7 7 3 3 25 26
Snapdragons Under $4,000 119 43 36 5 4 2 2 2 2 I 66 55
$4,000-$7,999 294 157 53 12 4 9 3 I 2 113 39
$8,000 & over 96 50 52 5 5 2 2 39 41
Gladioli Under $4,000 119 25 21 10 8 20 17 4 3 60 51
$4,000-$ 7,999 294 62 21 25 8 77 26 II 4 5 2 114 39
$8,000 & over 96 17 18 7 7 31 32 4 4 37 39
Carnations Under $4,000 119 39 33 13 II II 9 I I 6 5 49 41
$4,000-$7,999 294 51 17 24 8 50 17 21 7 16 6 132 45
$8,000 & over 96 19 20 8 8 22 23 6 6 3 3 38 40
life of a bouquet. The practice most often picked by people in all
income groups was that of changing water in the flower container
daily. Other practices in order of preference were to store in a cool
place overnight, put aspirin in water, trim stems daily, use pre-
servatives, place wilted flowers in cold water, put salt in water,
place wilted flowers in warm water, put charcoal in water, and store
in warm place overnight (Table 25). Florists use a preservative to
keep cut flowers fresh and recommend this practice as the best
method, but only 13% of the respondents selected this method.
Table 25. Concept of Practices Which Will Make Cut Flowers last longer




Pr~etice Tot~I' $4,000 $7,999 and over
No. % No. % No. % No. %
Cha nge water da ily 416 82 87 73 255 87 74 77
Store in cool pl~ce overnight 208 41 45 38 123 42 40 42
Put ~spirin in w~ter 163 32 36 30 100 34 27 28
Trim stems daily* 136 27 21 18 83 28 32 33
Put florists' preservative in w~ter* 66 13 12 10 36 12 18 19
PI~ce wilted flowers in cold w~ter 47 9 II 9 26 9 10 10
Put s~lt in water 21 4 14 12 6 2 I I
Put wilted flowers in warm water'" 7 I 2 2 2 I 3 3
Put ch~rcoal in water 7 I I I 4 I 2 2
Store in w~rm place overnight 2 2 2
No Mswer 31 6 13 II 10 3 8 8
Number of respondents 509 119 294 96
1 Total number of practices does not equal number of people surveyed because some used
more than one practice.
• Recommended practices.
Other recommended practices were to trim stems daily and put
wilted flowers in slightly warm water.
The respondents were asked if the "keeping quality" of cut
flowers affected their selection in purchase. Sixty-eight percent
said "yes." More than half in each income group replied that the
"keeping quality" did influence their selection when buying cut
flowers (Table 26).
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Table 26. Individuals' Opinions as to Whether the "Keeping Quality" of a
Cut Flower Had Any Effect on the Selection at Purchase, by In-
come Groups. Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Opinions Total $4,000 $7,999 and over
No. % No. % No. % No. %
Yes 343 68 62 52 217 74 b4 67
No 159 31 55 46 74 25 30 31
No answer 7 I 2 2 3 I 2 2
Total 509 100 119 100 294 100 96 100
About half the people interviewed were interested in receiving
information on flower selection, arrangement, and care. Those in
the low-income group were less interested than those in the higher
income groups (Table 27).
Twenty-two percent of those interviewed had received informa-
tion on flower selection, arrangement, and care from books and
magazines. More persons in the higher income groups had received
information than had those in the low-income group. Television
was the second most-used source of information and newspapers
were third (Table 28).
Table 27. Interest In Information on Flower Selection, Arrangement and
Care, by Income Groups, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Item Total $4,000 $7,999 and over
No. % No. % No. % No. %
Interested 242 48 42 35 153 52 47 49
Not interested 257 50 74 62 138 47 45 47
No answer 10 2 3 3 3 I 4 4
Total 509 100 119 100 294 100 96 100
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Table 28. Media by Which Respondents Received Floral Information During
the Preceding Year, by Income Groups, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Media Total $4,000 $7,999 and over
No. % No. % No. % No. %
Books and magazines 112 22 13 II 68 23 31 32
Television 79 16 7 6 bO 20 12 12
Newspapers 50 10 2 2 30 10 18 19
Florists 18 3 2 2 8 3 8 8
Garden clubs 17 3 3 3 6 2 8 8
Radio 10 2 6 2 4 4
Circulars 7 I I I 2 I 4 4
Talks and demonstrations 4 I 3 3 I
Miscellaneous I I I
No information received 314 62 94 79 172 59 48 50
Total respondents 509 119 294 96
Knowledge of proper care of floral plants before purchase had
little effect on two-thirds of the individuals' selections of potted
plants. This response was found in all income groups (Table 29).
Table 29. "Does Lack of Knowledge in Care of Certain Potted Plants Affect




Response Total $4,000 $7,999 and over
No. % No. % No. % No. %
Yes 159 32 38 32 92 31 29 30
No 337 66 75 63 198 68 b4 67
No answer 13 2 6 5 4 I 3 3
Total 509 100 119 100 294 100 96 100
Eighty-nine percent of those interviewed did not mind taking
care of potted plants. Most of those in each income group believed
potted plants were no burden to water, fertilize, and keep healthy
(Table 30).
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Table 30. Respondents' Opinion on Care of Potted Plants, by Income Groups,
509 People Surveyed, Memphis, Tennessee, 1961.
Income groups
Under $4,000- $8,000
Opinion Total $4,000 $7,999 and over
No. % No. % No. % No. %
Too much trou ble 48 9 14 12 21 7 13 14
No trouble 453 89 101 85 270 92 82 85
No answer 8 2 4 3 3 I I I
Total 509 100 119 100 294 100 96 100
In conclusion, florists' sales promotion programs might be di-
rected toward encouraging consumers to use more flowers as gifts
and for home decorations. Since many of those interviewed either
did not know how much flowers cost or thought some kinds cost
more than they do, florists could probably increase their sales by
making people more familiar with their prices.
(3M/4-63)
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